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ABSTRACT 
 
 The purpose of this research is to investigate the phenomenon of lifestyle retail. 
How it’s accomplished in today’s consumer driven landscape? And, more importantly, 
how its practice can assist brick and mortar retailers in driving consumer behavior.  
 Further, we will discuss the principal strategies that guide this distinctive business 
application.  We will look at brands through the prism of both: The Experience Economy 
and Sensory Branding to determine what structural tenants, processes and guidelines are 
practiced to build a memorable lifestyle retail experience.  
 The final component to the research is a proposed solution for independent 
retailers. In it, we will discuss the principles of lifestyle retail and how changing the 
physical environment can transform the customer experience and thus positively affect 
overall business performance. 
 This study utilizes: Literature Review, Case Study and Content Analysis to 
explore the application of lifestyle retail within the construct of today’s consumer 
marketplace. Data was collected from all aforementioned methodologies.
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CHAPTER 1 
INTRODUCTION 
 
 Our world has become a dynamic consumer culture. However today’s brands find 
themselves faced with the growing question of how to survive within a retail culture that 
is becoming increasingly obscure. With the global reach of the Internet and the booming 
success of mobile commerce, the retail industry, the most significant economic industry 
in the second half of the 1900s1 finds itself in decline.  
 Since the Great US recession (2007-2009) personal consumption expenditures 
have actually grown by $1 billion however the retail sector has lost nearly 60,000 jobs in 
that same time.2 The problem for brick and mortar retailers is consumers continue to buy 
but they are not buying from them. With the ruthless efficiency of warehouse discount 
stores like Walmart and the online retail giant Amazon the manner of consumer 
consumption has changed. This shift in consumer buying trends has left traditional brick 
and mortar retailers asking themselves: is a physical retail space relevant and how do we 
make them relevant if consumers have the convenience of a laptop and no requirement to 
travel to have their needs met?   
 This research proposes that for brick and mortar retailers to succeed in today’s 
economy they must change the way they do business by developing an authentic brand 
experience that they can sell to consumers. What this means is brands must provide a 
memorable shopping experience that fully connects with their customers on a personal 
level.  Companies across the retail spectrum can no longer simply sell goods, rather, they 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  See Derek Thompson’s Where Did All the Retail Jobs Go? for an insightful analysis of 2	  See Derek Thompson’s Where Did All the Retail Jobs Go? for an insightful analysis of 
this trend. 
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must develop their own authentic identity and sell the experience of that identity, their 
lifestyle, to consumers in order to stay a foot in the current marketplace.   
 The most successful consumer brands do this innately. Consider for a moment: 
Ralph Lauren, Apple, and Anthropologie. Each of these brands is distinctive. You hear 
their name and you can instantly picture their lifestyle, their products-- their image. These 
brands have discovered and developed their own authentic identity. And they have taken 
their distinguishing identity and embedded it into every vertical of their business. More 
specifically, they have branded their lifestyle and effectively communicated, reinforced 
and sold it to consumers, thus separating themselves from their more traditional, retail 
competition.   
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CHAPTER 2 
LITERATURE REVIEW 
 
The Experience Economy 
 In the beginning investigations into the Lifestyle Retail phenomenon, research 
studied Gilmore and Pine’s ground-breaking article, Welcome To The Experience 
Economy (1998). In it the authors, in essence, equated the history of economic progress 
to the evolution of the birthday cake. The following is an abbreviated summation of this 
analogy:  
 During the Agrarian Economy, mothers commonly baked birthday cakes from 
scratch, mixing together basic commodities like sugar, eggs and flour to create a 
celebratory birthday offering for their families.  As the Agrarian Economies largely 
began disappearing during the Industrial Economy the experience of baking a cake 
started to evolve. With the advent of companies like Betty Crocker a mother’s baking 
process became streamlined. They no longer had to forage for commodities; rather, all of 
the commodities came conveniently premixed together in a store- bought box.  When we 
move forward into the Service Economy, busy mothers started removing themselves from 
the kitchen entirely and began ordering cakes from their local bakeries. This significant 
shift in the actual process of birthday cake production brings us to our current day 
Experience Economy where today’s parents are neither making the cake nor throwing the 
party. Instead, mothers, and fathers alike are spending money to “outsource” not only the 
baking of the cake but also the hosting of the entire birthday party experience.  
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 The importance of Gilmore and Pine’s analogy to this research is that the cake 
itself is a tangible metaphor for the retail economy. More specifically, for many years 
experiences were traditionally grouped together in the same category with services: the 
action of a mother baking a cake and the cake itself were all part of the same end 
offering. However, in today’s environment, we are seeing experiences as desired 
economic offerings in their own right. So what began as a mother making a cake has 
transformed into the purchasing and consumption of an entire birthday experience.  
 This study suggests that the correlation between the birthday cake and a consumer 
product, such as a tee shirt, is one and the same. For example, to purchase a tee shirt prior 
to the economic recession of 2007, consumers would likely go to the mall and buy a tee 
shirt from their favorite retailer. This was predictable consumer behavior. However, as 
the economy recovered and the Internet became mercilessly efficient at meeting 
consumers buying needs the once predictable act of driving to the mall to buy a tee shirt 
became less guaranteed.  
 As today’s consumers desire both efficiency and engagement the question facing 
brick and mortar retailers is consumer motivation. How can they motivate customers to 
come back into their stores? Research proposes that the answer lies within the actual 
experience of the physical environment. Jones, Reynolds, and Arnold3 proposed the 
experiential benefits of the shopping experience itself is significantly impactful on a 
customer’s overall satisfaction and possesses the ability to create the anticipation of 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  3	  See Jones, Reynolds, and Arnold for a detailed analysis of the experiential benefits of 
the experience-shopping trend. 
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future shopping experiences. Babin, Darden, and Griffin4 proposed that the actual process 
of purchasing a product is experiential in nature.  Thus, the hypothesis and the practical 
application thereof seem to converge: To lure back todays consumers retailers can no 
longer operate in the traditional business vertical of solely selling products.  Today’s 
retailers must construct a memorable shopping experience that creates desire, entertains 
or represents a coveted lifestyle for consumers. Candi, Beltagui, and Riedel suggest 
businesses that augment their products with an experience typically outperform those that 
do not. They go on to propose that although one might expect the additional cost of a 
staged retail experience to impact profitability negatively, such negative impact is often 
offset by the benefits of repeat customers and consumer loyalty. In fact, by providing 
customers with an extraordinary shopping experience retailers can in fact gain a 
competitive advantage over their traditional retail competitors. This is significant as it 
signals a tangible resolution that brick and mortar retailers can explore in determining 
how to survive the current market shift.  
 
Defining the Lifestyle Retail Experience 
 The true essence of experience, or lifestyle, retail is when a company connects 
personally with its customer and communicates its vision, through product, physical 
environment, and customer experience, as an identifiable and desirable lifestyle. 
Successful lifestyle retailers are those who are able to convince their target consumer 
that products bearing the hallmark of their particular brand reinforce the consumer’s 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4	  See Babin, Darden, and Griffin for a detailed analysis of the experiential benefits of the 
experience-shopping trend. 
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societal identity.5 When done effectively a lifestyle retailer elicits an emotion from the 
consumer, that emotion then motivates the consumer to desire the brand’s identity and 
that pursuit leads to the complete brand emersion of the consumer into the marketed 
lifestyle. It is having the birthday cake and the birthday party all wrapped up with a shiny 
red bow. 
 To reinforce this theory research conducted a popular media scan to identify the 
current and emerging cultural philosophies surrounding the retail industry. More 
specifically to examine how consumers both define, and relate to, the emerging lifestyle 
retail phenomenon. The results were as follows:  
Lifestyle retail: brand experience 
 For a retail experience to feel extraordinary it has to deliver on at least 5 different 
elements of the shopping experience simultaneously:  
• Engagement 
• Building connections 
• Loyalty 
• Unique store design 
• Engaging atmosphere 
• Exceptional product quality 
• Make customers feel special  
• Give customers a deal or special incentive 
• Deliver executional excellence 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  5	  See Jacob Breinholt’s Lifestyle Brands: What are they, and why do we want them so 
bad? on SoJones for an insightful analysis of this trend. 	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Lifestyle retail: the physical store experience  
 Customers define a successful lifestyle retailer as one who utilizes engaging 
physical environments and thoughtful customer experiences to connect with their 
consumer base.  
• Experience design 
• Immersive environment (theater)  
• Unique interior design  
 
Traditional retail: brand experience 
 Customers define a traditional retailer as one who provides affordable product and 
a convenient shopping experience.   
• Affordability 
• Attainability 
• Convenience 
• Familiarity 
• Product focus 
 
Challenges that face traditional retailers 
 A unique brand experience is the largest differential between lifestyle and 
traditional retailers, and thus the greatest challenge facing traditional retailers. 
• Originality  
• Adventure 
• Unique 
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• Memorable 
• Empathy 
• Evolve to stay relevant 
 
 In a survey conducted by Wharton’s Jay H. Baker Retailing Initiative, in 
conjunction with Verde and the Retail Council of Canada, 1,006 shoppers in the United 
States and Canada were asked the following question: “Can you think of a shopping 
experience that you had in the past six months or so that was especially great, in that the 
experience created delight and surprise for you in any way?” Results were used to 
examine how retailers can create an extraordinary experience for shoppers.  
 
 Survey results found respondents defined a great retail experience as possessing at 
least 10 key elements: 
1. Unique store design 
2. Engaging atmosphere 
3. Attentive employees 
4. Knowledgeable employees 
5. Exceptional product quality 
6. Personal connection with customers 
7. Experience of adventure or exploration 
8. Immersive environment  
9. Unique interior design  
10. Expediting 
11. Problem recovery 
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 As these findings support the research hypothesis they also highlight an important 
variable in that the hierarchy of important defining elements of an extraordinary retail 
experience varied among individual shoppers based on age, gender and nationality of 
shoppers. For instance younger consumers, aged 18 to 30, were most likely to recall 
having a great shopping experience where those over age 50 were more likely to mention 
store employees who were courteous, genuine and caring.  
 However, the results also indicate that regardless of age, gender or nationality 
four in five shoppers will tell an average of three other people about a wow experience. 
This suggests that brand experience and customer engagement are strongest drivers of 
brand loyalty at 63%: these categories include store design, atmosphere and store 
employee behavior. 
 
Figure 1. Average Number of Elements Creating a Great Shopping Trip 
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Figure 2. Intent to Return to Store  
 
 
 
Figure 3. Number of People Told About a Great Shopping Experience 
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Figure 4. Willingness to Recommend Store 
 
 
 
Figure 5. Drivers of Loyalty: Great Experience Categories 
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 Based on the collected data, research developed a Venn Diagram to analyze the 
overlaps between consumer associations of both the lifestyle and traditional retail 
platforms. The diagram indicates entities and commonalities between traditional and 
lifestyle retail platforms while the perimeter outliers represent entities that are not 
members of the common cluster. 
 
Entities for grouping 
 
 Research used the 13 most frequently used descriptive words from the popular 
media scan and the Wharton survey as the grouping entities: 
 
• Affordability 
• Attainability 
• Convenience 
• Emotion 
• Environment 
• Exclusivity 
• Experience 
• Familiarity 
• Individuality 
• Innovation 
• product focus 
• sensory 
• wow factor 
 
	   13	  
	  
 Figure 6. Venn Diagram of Traditional and Lifestyle Retail Environments
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 These overlaps indicate that although “product focus”, “experience”, and 
“familiarity” each hold different degrees of association with consumer perceptions of 
both lifestyle retail and traditional retail environments - these three characteristics were 
found important to both retail environments regardless of their retail application. And 
although these findings may complicate a retailer’s undertaking when determining what 
specific attributes or elements to focus on while constructing their physical environments, 
it does provide retailers with a generalized focus on what major elements affect overall 
customer satisfaction.  
 After investigating the elements that define both the traditional and the lifestyle 
shopping experience research focused on establishing the structural tenants of a lifestyle 
retail store. The focus of the subsequent research phase was to visually depict the 
organizational structure of a lifestyle retailer and identify where innovation opportunities 
reside within the lifestyle retail platform. The following are the proposed components of 
a lifestyle retail environment: 
 Aspect A: store environment  
1. Merchandising: Floor Planning + Product Placement 
2. Display: Primary + Secondary 
3. Windows  
 Aspect B: visual department 
1. Corporate: Creative Vision 
2. Store: Visual Manager   
3. Store Support Team:  Assistants + Interns 
! "#!
!Figure 7. Opportunity Mind Map
15
	   	   	  	  
	  
16	  
Analysis 
 Analysis finds the store environment and customer experience to be the single 
most important areas within a lifestyle retail experience that possess significant 
differential opportunities for Lifestyle retail stores as compared to Traditional retail 
stores. Further, each of these aspects holds key opportunities that can distinguish lifestyle 
environments within a retail context by changing the way brands communicate their 
message, or their vision, to the customer. 
 Additionally, the success of a lifestyle retailer originates from their ability to 
connect personally with the customer and communicate their vision as an identifiable 
lifestyle. As consumers begin to desire a special, more unique retail capability businesses 
must respond by designing engaging experiences for and selling a branded lifestyle to 
their consumers. And it is through their use of inventive and experience-designed 
environments that they can successfully differentiate themselves from that of their 
competitors. Furthermore, by establishing the structural tenants of a lifestyle retail store 
research proposes a brand will lure back the retail shopper. 
 
Store environment 
 Customization: Store environment is the aspect of a retail store that is the most 
customizable for each, specific retail brand. Research finds that successful store 
environments frequently address or affect several of the following elements: 
• Customer experience 
• Emotion or emotional response 
• Visual environment 
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• Communication 
• Product focus 
• Sensory experience/response 
 Differentiator: The store environment is where the VISUAL elements of lifestyle 
retail exist. This is the aspect that separates lifestyle retailers from traditional retailers. 
• Display: Visual Communication and Decorative Installation both primary 
and secondary that uses sensory design as its guiding principle 
• Merchandising: The arrangement of product within concepts on the retail 
floor.  Product Placement can use both lifestyle and traditional techniques 
in the placement however merchandisers often utilize Interior Design 
Principles to create the floor plan and visual strategies. 
• Windows: Store Front window displays that showcase product and reflect 
seasonal concepts. Lifestyle retailers frequently use display within the 
windows to create a narrative, or lifestyle experience. 
 Elements of a lifestyle retail environment: Research finds that the following 
elements commonly combine to differentiate a lifestyle retail environment from a 
traditional retail environment, in that these elements are frequently not addressed within 
the latter.  
• Experience 
• Vision 
• Emotion 
• Visual environment 
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• Empathy 
• Exclusivity 
• Exploration 
• Individuality 
• Innovation 
• Wow factor 
 Challenges facing traditional retailers: In researching today’s retail market, 
studies indicate that traditional retailers are facing the following challenges: 
• Lack of originality 
• Lack of adventure 
• Lack of uniqueness 
• Lack of empathy 
• Unmemorable experience 
• Can not evolve to stay relevant 
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Customer experience 
 Personalization: The customer experience is the aspect of a retail store that a 
lifestyle brand can craft specifically for their target demographic, thus creating brand 
loyalty and return shoppers. Research finds that successful customer experiences 
frequently address or affect several of the following elements: 
• Customer experience 
• Customer service 
• Emotion or emotional response 
• Visual environment 
• Communication 
• Product focus 
• Expectation achievement  
 
Conclusion 
 It has been a difficult decade for the retail industry. As the Internet continues to 
eat away at consumer market shares, retailers that have thrived for decades are finding 
their stores empty. Traditional brick and mortar retailers can no longer pull in the 
customers to sustain their business. Consumers who were once motivated by the desire to 
buy a tee shirt are now motivated by unique brands that offer engaging, inventive and 
extraordinary experiences. Research suggests that for brick and mortar retailers to survive 
in today’s consumer-driven Experience Economy they must move away from the 
traditional business platform of solely selling product and into the business of selling a 
memorable shopping experience. Further, by creating a holistic brand experience that 
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strategically addresses: the customer experience, physical environment and the product, 
retailers will regain their ability to influence consumer behavior and drive customers back 
into their stores. 
 
Sensory Branding 
 Why consumers buy is the subject of Martin Lindstrom’s 2005 Brand Sense. In it 
Lindstorm explores how our senses affect our overall purchasing behaviors and how 
those behaviors lead to lasting branding awareness. He goes on to propose that the most 
successful companies in the world differentiate themselves through a carefully planned 
sensory experience that integrates touch, taste, smell, sight and sound. Further, Lindstrom 
suggests that because of this branding strategy they are able to achieve lasting brand 
impressions and create a loyal brand following unattainable by companies who only 
engage consumers via sight or sound.  
 As human beings we experience nearly our entire understanding of the world via 
our senses yet traditional marketing has been, and largely remains, two-dimensional. 
Historically companies have focused on achieving a consistent and impactful visual 
presentation, possibly set to an audio soundtrack, to “effectively” brand themselves while 
disregarding consumers’ additional three senses. Case and point, in 2008 Lindstrom 
conducted a well-publicized study among Starbucks consumers asking them to identify 
what sensory associations they likened to the brand. The top two responses were: 1.) The 
sound of the grinding coffee beans 2.) The smell of sour milk. Interestingly enough, 
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shortly after the study was published, Starbuck’s CEO Howard Schultz issued a 
company-wide directive to close down 7,100 stores for several hours to “tidy” things up.6  
 By addressing consumer sensory perceptions holistically research proposes that 
companies can build a connection between the consumer and their brands that generates 
an authenticity largely missing in most traditional retail experiences–thus entering the 
largely unexplored and impactful territory of sensory branding.  
 
Sound 
 The sound of a brand can influence consumers on both a subconscious and 
conscious level. It is a fundamental tool in establishing the mood of an environment or 
the atmosphere of a narrative. “Many elements of our everyday life are clearly associate 
with sounds. If we don’t hear them, we miss them. The sound of a brand adds to the 
perception of product quality and function. If removed, the perception is diluted.”7  In 
essence, sound is a sense that is hard wired into our brains, thus making it an emotionally 
direct, powerful dimension that brands should not underestimate.   
 
Sight 
 Sight is the most powerful of the five senses. According to Geoff Crook, head of 
the sensory design research lab a Central Saint Martins College of Art and Design in 
London, 83% of the information we retain is information that we have received visually. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  6	  See	  Martin Lindstorm’s Brandsense for an insightful analysis of sensory branding. 7	  On the element of sound in sensory branding, see Lindstorm’s pp105. 
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A distinctive product shape, design or the characteristic look of a brand’s physical 
environment has the ability to establish immediate brand recognition among consumers.  
 
Touch 
 The weight of a remote, the feel of a Coca-Cola bottle, the scale of your cell 
phone – these are all characteristics that make brands and their products identifiable with 
consumers. How a brand feels has a lot to do with the quality we associate to the product. 
Or as Lindstorm suggests “the feel of a product is essential in forming the perception we 
have of the brand”.8  
 
Smell 
 If sight is the most powerful sense then smell might be the most persuasive. In 
fact, studies have shown that our moods can undergo a 40% improvement when exposed 
to a pleasant smell.9 Consequently smell has the keen ability to alter a consumer’s mood.  
 In 1988, Dr. H. A. Roth found a powerful connection between consumer 
perception and sensory experience. In his examination of shopping mall patrons he found 
that shoppers spent significantly more time in the mall during times in which a citrus 
scent was sprayed compared to when no scent was sprayed. This phenomenon is seen 
today in luxury hotels to car dealerships to children’s toys. Spaces and products are being 
suffused with scent to evoke emotion and build a strong consumer-brand association. 
 
Taste 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  8	  On the element of touch in sensory branding, see Lindstorm’s pp 91.	  9	  On the element of smell in sensory branding, see Lindstorm’s pp 96.	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 Taste and smell are commonly linked in the sensory experience and often referred 
to as the chemical senses since both are able to sample the environment around them.10 
However in discussion of sensory branding it is possible to use aroma without the 
presence of taste though the inverse is virtually impossible. Thus the very nature of using 
taste to support a brand is quite limited.  
Conclusion 
 The fundamental goal of sensory branding is to establish a strong, emotional 
connection and long-lasting bond between brand and consumer. Research suggests that as 
sensory experiences trigger innate associations in consumers there exists a tangible 
branding platform for companies to achieve lasting brand association. Therefore sensory 
branding offers the potential to create resonate brand impressions and binding 
engagement between brand and consumer. Likewise, as the purpose of this research is to 
investigate the phenomenon of lifestyle retail, the discussion of sensory branding 
becomes a vital component in the big picture of creating a holistic brand experience for 
consumers. 
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  On the element of taste in sensory branding, see Lindstorm’s pp100.	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Developing Interior Space 
 As previously discussed, the shift in consumer buying trends has left many 
traditional brick and mortar retailers sitting dormant. It is the research hypothesis that 
these retailers must also shift the way they do business in an effort to succeed in today’s 
economy. To do this they must develop a platform that draws consumers away from their 
computers and back into their stores. The proposed solution is retailers change the way 
they utilize their physical spaces. Research suggests brands that provide a memorable 
shopping experience, which fully connects with their customers, outperform those who 
operate under traditional retail tenants.  And by utilizing their physical store environment 
as a platform to deliver an authentic brand experience these consumer-facing retailers 
position themselves as an experience driven brand; a lifestyle per se that consumers will 
covet and leave their computers to experience.   
 The concern that arises out of the proposed solution is many traditional retailers 
do not possess the knowledge of how to physically execute these dynamic environments. 
In short, they do not possess enough awareness of interior space or the designing of an 
interior environment to know what to do. They understand the problem and the end goal 
but lack the skill set to connect the dots. Thus, in order to effectively execute a lifestyle 
retail environment it is important that all those involved have a core understanding of 
Interior Design fundamentals.   
  
Interior space 
 The primary influence of an interior space is a building’s structure. And the 
architectural elements within that structure such as floors, walls and ceilings are what 
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establish an interior’s physical space. Entrances, doors and window openings also instill 
architectural definition to an area. Together these elements provide a set of boundaries 
that separate one space from other adjoining interior spaces.  
 It is also possible to utilize non-fixed features such as partitions walls and 
suspended ceilings to establish boundaries and influence spatial perception. Where 
features like lighting, color, texture and pattern influence our awareness of a room’s 
dimension.  
 What is important to recognize when planning an interior space is that every 
building has its own recognizable structural system, which molds and shapes its 
environment through the manipulation of the dominant and recessive figure ground 
relationship. And it is the relationship between elements within that articulates the spatial 
form. When organizing an interior one should be aware of both its architectural character 
and defining elements and choose to work with them (continue the architecture), modify 
them (contrast the architecture), or counterpoint against them entirely (deviate from the 
original architecture). 
 
Figure 8. Defining Space 
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Planning, layout & design 
 “Interior design is the planning, layout, and design of the interior spaces within 
buildings.”11 To organize interior spaces designers arrange selected furnishings and 
fixtures into three-dimensional patterns according to practical, aesthetic and behavioral 
guidelines. Consequently these arrangements are tools that divide the areas within an 
interior space. For example a sofa and pair of flanking chairs afford a defined sense of 
enclosure to a space whereas a row of chairs can indicate a spatial pattern.  
 To layout a space designers often utilize a practice called space programming to 
properly allocate the space within an interior spaces. Space programming is an exercise 
that involves considering how to best layout the environment to best fit the living 
patterns, spatial requirements and needs of the user.  
 
The steps of basic space planning are as follows: 
1. Documentation: Document the existing or proposed space through 
dimensioned drawings (plans, sections, and interior elevations) 
2. Analysis: Notate site conditions, openings, paths of suggested circulation, 
materials, significant architectural details, location of 
plumbing/electrical/mechanical fixtures and outlets, elements for reuse, 
possible areas for modification 
3. Requirements:  
• Notate the spatial requirements such as required groupings of 
furniture, number of people serviced, etc. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  11	  (Ching & Binggel) 36. 
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• Notate the desired qualities of the space such as feeling, 
atmosphere, style, comfort, security, focus of space, color, 
acoustical environment, etc. 
• Notate the desired relationships between areas within the space 
such as active areas, gathering spaces, circulation paths, rooms and 
adjacencies, rooms and the outside environment 
• Notate the desired functions or intended usages of the space such 
as furniture groupings, clearances, visual privacy, flexibility, 
appropriate lighting, etc. 
Whether you are planning an interior space within an existing structure or beginning with 
a new build, a space typically indicates how it can best be utilized. By utilizing a space 
planning program designers can clearly organize the intention of an interior and 
effectively shape its environment.  
 
Design Vocabulary 
 To create the aesthetic quality of a visual environment designers are often 
required to look beyond our normal process of perception, which is largely utilitarian in 
nature, and make more detailed evaluations. For example when we see a chair we 
recognize it as a chair because we know its historical function. However, when a designer 
looks at a chair they need to see the chair, then see its shape, size, proportion, color and 
texture. It is through the aesthetic perception of form that designers are able to shape how 
forms, and their aesthetic elements, relate and interact to one another within an interior 
space.  
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 It is the selection of design elements and their arrangement within an interior that 
creates the visual relationship between objects within an enclosed space. The following 
design principles are guidelines to the ways elements can be arranged in space. By 
utilizing these principles designers are best able to establish a sense of visual order within 
an interior space while adapting to its envisioned use and functionality.  
 The following definitions of design elements on pages 36-40 are direct excerpts 
taken from Interior Design Illustrated, Second Edition by Francis D.K. Ching and Cory 
Bingeli: 
 Proportion 
 Proportion refers to the relationship of one part to another or to the whole, or 
 between one object and another. This relationship may be one of magnitude, 
 quantity, or degree.12 
 
 
Figure 9. Proportion 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  12	  (Ching & Binggel) 121. 	  
	   	   	  	  
	  
29	  
 Scale 
 Visual scale is the size relative to other objects in the environment or to the 
 surrounding space. 
 Human scale is the feeling of smallness or bigness a space or an interior element 
 gives us.13 
 
Figure 10. Scale 
 
 Balance 
 There are three types of visual balance: symmetrical, radial, and asymmetrical. 
 Symmetrical balance results form the arrangement of identical elements, 
 corresponding in shape, size, and relative position, about a common line or axis. It 
 is also known as axial or bilateral symmetry. Symmetrical balance most often 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  13	  (Ching & Binggel) 126-127. 	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 results in a quiet, reposed, and stable equilibrium that is readily apparent, 
 especially when oriented on a vertical plane. 
 Radial balance results form the arrangement of elements about a center point. It 
 produces a centralized composition that stresses the middle ground as a focal 
 point.  
 Asymmetry is recognized as the lack of correspondence in size, shape, color, or 
 relative position among the elements of a composition. Asymmetrical 
 composition incorporates dissimilar elements.14  
  
 Harmony 
 Harmony can be defined as consonance or the pleasing agreement of parts or 
 combination of parts in a composition. While balance achieves unity through the 
 careful arrangement of both similar and dissimilar elements, the principle of 
 harmony involves the careful selection of elements that share a common trait or 
 characteristic, such as shape, color, texture, or material. It is the repetition of a 
 common trait that produces unity and visual harmony among the elements in an 
 interior setting.15 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  14	  (Ching & Binggel) 131-133.	  15	  (Ching & Binggel) 136.	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Figure 11. Harmony 
 
  
 Unity & Variety 
 Harmony, when carried too far in the use of elements with similar traits, can result 
 in a unified but uninteresting composition. Variety, on the other hand, when 
 carried to an extreme for the sake of interest can result in visual chaos. It is the 
 careful and artistic tension between order and disorder – between unity and 
 variety – that enlivens harmony and creates interest in an interior setting.16 
 
 
Figure 12. Unity and Variety 
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  (Ching & Binggel) 137.	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 Rhythm 
 The design principle of rhythm is based on the repetition of elements in space and 
 time. This repetition not only creates visual unity but also induces a rhythmic 
 continuity of movement that a viewer’s eyes and mind can follow along a path, 
 within a composition, or around a space.17 
 
Figure 13. Rhythm 
 
 Emphasis 
 The principle of emphasis assumes the coexistence of dominant and subordinate 
 elements in the composition of an interior setting. A design without any dominant 
 elements would be bland and monotonous. If there are too many assertive 
 elements, the design would be cluttered and chaotic, detracting from what may be 
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  (Ching & Binggel) 138.	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 important. Each part of a design should be given proper significance according to
 its degree of importance in the overall scheme.18 
  
Conclusion 
 As traditional retailers begin to expand their existing business platforms to 
include the execution of physically dynamic environments it is important that they 
possess a core understanding of Interior Design fundamentals in order to effectively plan 
environments that meet the needs of a changing consumer market.  By utilizing these 
fundamental principles retailers will have a working knowledge of how to structure an 
interior space and be able to connect the dots from problem solving through to execution.  
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  (Ching & Binggel) 142.	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CHAPTER 3 
CASE STUDY: THE ART OF ANTHROPOLOGIE 
 
Introduction 
 The American retailer, Anthropologie, is a high-end lifestyle brand owned by 
parent company Urban Outfitters, Inc. and is considered by many within the retail 
industry to be a trailblazer of the lifestyle branding phenomena. Anthropologie believes 
that the design of their unimaginable brand experience is the ultimate platform that sets 
them apart from their competitors.  
(Today Anthropologie has more than 175 retail locations in the United States, Canada, 
the United Kingdom, as well as anthropologie.com, offering customers their signature 
identity worldwide ) 
 
Anthropologie History 
 In 1970 Richard Hayne and Scott Belair founded Urban Outfitters, an eccentric 
umbrella brand that housed several off-beat clothing and apartment-themed accessory 
labels targeted at the college-aged, urbanite. As the brand grew, Hayne and Belair parted 
ways with Hayne retaining creative control of the company. Hayne quickly recognized 
that while the Urban brand was growing in popularity it was their private label 
merchandise that generally yielded the highest profit margins not their brand name 
merchandise.  
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 To explore his observation Hayne formed a wholesale division of Urban 
Outfitters in 1984 to design, produce, and sell its own product line. By 1990, the 
wholesale division housed three private labels each targeting a different consumer 
demographic: Ecote, Free People, and Anthropologie. Out of the three labels, it was 
Anthropologie’s target demographic, young women’s casual wear, which serendipitously 
afforded it the widest adaptability and growth potential.  
 In October 1992, Hayne turned his focus toward the still relevant but maturing 
Urban Outfitters customer and launched the first Anthropologie retail store featuring 
young women’s casual wear and home goods. Hayne constructed the store in a renovated 
automobile dealership in Wayne, Pennsylvania and with its launch galvanized the vision 
that became the brand’s hallmark: Provide an unimaginable customer experience for 
urban-minded women, who were now focused on career, family and home. Hayne named 
retail veteran Glen Senk president and enlisted him with the responsibility of refining the 
fledgling brand’s innovative vision. 
 From the beginning the Anthropologie brand vision was unique and revolutionary. 
It possessed an unwavering sense of identity rare in the retail landscape. When traditional 
retailers were trying to address a broad demographic Anthropologie focused on serving a 
distinctive customer base with one-of-a-kind products. This vision quickly differentiated 
Anthropologie from other retailers and before long they became know for their carefully 
curated product collections and artistic visual presentations.  
 Anthropologie’s approach to their physical store environment was the key 
differentiator between the brand and their competitors. Unlike a traditional retail setting, 
the Anthropologie customer was meant to experience the store by casually exploring an 
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organic narrative of room-like settings featuring a integrated mix of apparel and home 
products. With references to art, music and culture layered into each vignette the visual 
presentation communicated and reinforced the Anthropologie identity to customers with 
nuance and mastery. From its onset, the experience of an Anthropologie store was 
authentic and utterly individual. 
 Being authentic in product collection and visual presentation became the 
cornerstones of the Anthropologie identity.  Shying away from traditional retail practices 
Anthropologie presented their merchandise as a customer might experience the products 
in their own home. This method, which became known as the lifestyle retail method for 
its realistic appearance, not only gave customers the ability to explore an environment 
overflowing with a unique sense of discovery but it also helped establish a personal 
connection between the customer and the brand. As their locations multiplied 
Anthropologie remained dedicated to maintaining this uniqueness with original display, 
merchandise presentations, and soundtracks in every store location.19 This non-traditional 
practice of absolute brand authenticity eventually helped pen the company’s motto: 
Turning the ordinary shopping trip into something extraordinary.  
 
 
 
 
 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  19	  On the subject of the Anthropologie physical environment, see Brown’s Urban 
Cowboy in Forbes Magazine. 
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The Anthropologie Aesthetic 
 As previously discussed, Anthropologie’s philosophy from its inception was to 
resist the conventions of traditional retail. They were not setting out to sell a particular 
trend or an of-the-moment tee shirt rather they set out to create engaging experiences for 
and sell a branded lifestyle to their specific consumer.20 With their focused, customer-
centric, business philosophy Anthropologie founded a distinctive identity and began 
establishing a lasting brand impression with its consumers.  
 To achieve their characteristic aesthetic and build their core merchandising 
foundation Anthropologie began using three apparel concepts and six home concepts to 
structure their store environments. This curated product assortment provided a distinctive 
and authentic collection of goods that Anthropologie stores continue to use to guide their 
visual presentations and identify with the target customer base:  
 Apparel: 
1. Ethnic 
2. Feminine 
3. Fashion 
 Home: 
1. Seasonal 
2. Kitchen 
3. Dining Room 
4. Living Room 
5. Bath Room 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  20	  On the subject of the Anthropologie consumer-centric philosophy, see WWD’s	  
Anthropologie’s Customer-Focused Culture. 
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6. Bedroom  
 Their distinctive business philosophy can also be seen in the company’s fiscal 
allocation: The company takes two percent of total sales dollars, a percentage often 
allocated by traditional retailers for advertising, and assigns it to store execution; staffing 
at least two, full-time visual employees in each retail location. Moreover these visual 
employees are often trained Interior Designers and artists who manage the design themes, 
merchandising placement and window displays of their store environment. “This is a 
company that hires the highest level of talent, they essentially hire set designers and 
every store is a different set. They depend on incredibly talented, creative people. At 
Anthropologie, a designer’s personal imprint, something most chains try to obliterate in 
favor of a uniform look rolled out from unit to unit, is encouraged.”21  
 To further promote the individuality of the Anthropologie brand they have 
unilaterally decided not to advertise. Instead Anthropologie practices a slow-growth 
business strategy, studying local markets prior to entering a new region. Further, they use 
their research findings to structure how they will engage each market they enter often 
launching customer-outreach campaigns centered around focus groups, fit sessions and 
customer surveys to study their performance within their target markets.  
 It is a practice that appears to be working. The average customer stay in an 
Anthropologie store lasts an hour and fifteen minutes, longer than most chain shoppers, 
with an average customer spend per visit at $80, exceeding the average chain customer 
spend. And their customer base keeps growing. According to Glen Senk, former 
Anthropologie & Urban Outfitters President, “Most stores cater to a broad base of 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  21	  On the subject of the Anthropologie design-driven philosophy, see WWD’s	  
Anthropologie’s Customer-Focused Culture.	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customers or specialize in a product category. We specialize in one customer. And we 
offer her everything from clothing to bed linens to furniture to soap.”22  
(Note: Anthropologie, however, does invest in a brand catalog that averages a distribution 
rate of 15 million copies, a higher circulation rate than most magazines.) 
 At the same time the company clearly places a high premium on their 
organizational structure and operational expertise. They practice “autonomy-within-a-
structure” and unlike other retailers both their creative and buying teams operate with an 
extraordinary amount of freedom. They exercise firm budget controls yet give each store 
autonomy within their merchandising, display and product placement decisions. “We are 
as controlled as we are creative. Our systems are state-of-the-art, we live by a complex 
calendar, we are risk takers but our risks are always calculated. Accurate point-of-sale 
systems, immaculate stockrooms, tight expense controls all in one way or another help to 
improve the customer experience.”23  
 
 
 
 
 
 
 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  22	  On the subject of the Anthropologie consumer-centric philosophy, see LaBarre’s	  
Sophisticated Sell published in Fast Company.	  23	  On the subject of the Anthropologie consumer-centric philosophy, see LaBarre’s	  
Sophisticated Sell published in Fast Company.	  
	   	   	  	  
	  
40	  
The Anthropologie Lifestyle Experience: The Three Components 
 
The physical environment 
 Anthropologie believes their physical store environment adds an immeasurable 
amount to their customer experience. They consider their environment and its unique 
presentation the key differentiator between themselves and their competitors.  
 For Anthropologie lifestyle retail is about taking an immersive approach to brand 
presentation; this strategy combines both their home and apparel merchandise and 
showcases it in one distinctive environment. As a lifestyle brand they want their shopper 
captivated by every presentation narrative. Thus their aesthetic is directed at maintaining 
a complete lifestyle environment for customers to experience.  
 
Figure 14. Anthropologie Image of Lifestyle Retail Environment 
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 For example, each Anthropologie home vignette is loosely structured like a 
specific room in a home: garden or season concept, kitchen, dining room, living room, 
bath and bedroom. By arranging their home presentations around this identifiable 
lifestyle narrative Anthropologie is establishing a familiar association between their brand 
and their consumer. And as the consumer explores each familiar vignette they will find a 
combination of both home and apparel within - a complete lifestyle narrative. This full 
integration of products provides an identifiable Anthropologie experience. Connections 
like this are intrinsic in establishing Anthropologie as both a relatable and desired 
lifestyle in the consumers mind.  
 
Figure 15. Anthropologie Image of Lifestyle Retail Narrative 
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Principles of Design  
 The principles of design are seven fundamental guidelines that define the 
arrangement of objects in space. They establish structure and introduce visual order by 
shaping the relationship between shape, line, color, value, and texture to create a succinct 
composition.  
 As a ballet dancer begins their training by learning technique at the barre or 
musicians master their craft with the rote memory of scales, Anthropologie visual 
merchants learn how to create compelling environments by studying these  basic 
guidelines. And through their use they are able to create balanced, organized, and 
dynamic visual presentations. 
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 Proportion 
 Proportion is the relationship between one object to another, or the   
 relationship between objects in a composition. Proportion establishes  
 a consistent visual relationship between objects. Something that    
 is well- proportioned has neither too much nor too little of a specific   
 quality.  
 
Figure 16. Anthropologie Image: Proportion  
The image represents how the proportional relationship may be one of magnitude, quantity or degree. Note 
how the relationship of fixture assortment and product placement can help establish a well-proportioned 
vignette and visual connection between objects. Each side of the composition shares equal visual weight 
and gives the illusion of similar proportion within the whole composition.  
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Scale 
 The Scale of an object is its size relative to its surroundings.   
 In retail environments, human scale is usually the base of our    
 perception. In  lifestyle retail  scale this is commonly exemplified in   
 display installation and three- dimensional composition.  
 
 
Figure 17. Anthropologie Image: Scale  
The image represents how human scale is often used within an interior space to create a feeling of 
smallness of bigness. Note how the use of dramatic scale within an interior environment can achieve 
emphasis as well as provide a visual orientation within the space itself. Emphasis of both space and 
product presentation is achieved by the extreme exaggeration of display scale. 
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 Balance 
 The conventional definition of balance is equal weight distribution.  
 However it is possible to have both symmetrical and asymmetrical balance. 
 Symmetrical balance is frequently used to create visual calm or formal 
 compositions; asymmetrical balance  is often used to create dynamic 
 presentations.  
 
Figure 18. Anthropologie Image: Balance  
The image represents how proportion and scale in conjunction with size and shape can help establish 
asymmetrical visual balance. The visual weight of the left side of the composition hold visual weight than 
the center and right sides of the composition creating asymmetrical balance. 
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 Harmony 
 Harmony is created when an arrangement of objects produces a    
 pleasing visual result. For example, in lifestyle, the repetition of elements such as  
 shape, color, or texture can produce visual harmony.   
 
 
Figure 19. Anthropologie Image: Harmony 
The image represents how the repetitive use of similar shape, color, textures, and materials create visual 
harmony.  
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 Unity and Variety 
 Variety is the assemblage of diversified objects. Unity is the    
 collection of objects that share similar characteristics. In lifestyle retail   
 variety is important because too much similarity can create stagnancy and   
 unity is important, as too much variety can be frenetic. Achieving the right  
 balance of both unity and variety produces a harmonious composition.  
 
  Figure 20. Anthropologie Image: Unity and Variety 
  The repetitive use of similar color, texture and pattern creates  
  visual unity while the variation of scale and texture create visual variety.  
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 Rhythm 
 Rhythm is created when elements are repeated in regular patterns. Lifestyle 
 retailers use rhythm to establish visual unity and encourage a path of movement 
 through a composition. Rhythm can be expressed through the gradation of color 
 and size or a subtle linear pattern.  
 
Figure 21. Anthropologie Image: Rhythm 
The image represents how repetition of form, shape, color and texture can create a linear rhythm through 
space. 
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 Emphasis 
 Emphasis establishes importance. In lifestyle retail emphasis is used to achieve 
 focal interest on a chosen product or display. It can also be used to visually move 
 customers to a desired area of the store. 
 
Figure 22. Anthropologie Image: Emphasis 
The image represents how emphasis of form, scale, and texture can create a specific focus within a space. 
The massed-out presentation uses form, color, material and scale to create a specific product presentation 
focus within a space. 
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 The utilization of the principles of design assists Anthropologie in establishing a 
visual order to their physical environments. And through their application the company is 
able to execute a distinctive visual aesthetic that lays the foundation of their overall 
customer experience.  
 
Planning the Interior Environment 
 The Anthropologie approach to their physical space is the defining characteristic 
that separates them from traditional retailers. Rather than rolling out the same space over 
and again Anthropologie celebrates the individuality of each store location, therefore no 
two Anthropologie stores are identical. As their store design often vary greatly from 
location to location they commonly experiment with different ways of dividing space and 
rolling out their branded merchandise structure.  
 For research purposes it is important to explore how the company approaches the 
problem of floor planning store locations to maintain the identifiable Anthropologie 
physical environment when no locations are the same:  
1. Floor plans 
  Interior Designers learn that the best way to organize a space is to look at  
 it in architectural plan. By doing this they are able to organize a space on paper 
 prior to physically executing it. Anthropologie’s visual teams follow the same 
 protocol. For them their store floor plan is like a map of their environment, 
 allowing them to distinguish points of interests, relationships between concepts,  
 and establish paths of circulation.  Their floor plan is in essence the foundation of 
 their customer experience. It determines when the customer encounters what 
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 product, in what order the store unfolds, and  what impression the customer takes 
 with them. 
  One of the primary strategies Anthropologie utilizes when organizing a 
 floor plan is a philosophy known as “Public to Private”.  More specifically, 
 Anthropologie designs their floor plans to reflect a home environment: the first 
 vignette a customer encounters is the threshold and entry, then the living and 
 kitchen areas and as the shopper travels back through the store environment they 
 experience the more private spaces such as the bedroom and bath areas. The 
 “public to private” strategy establishes a familiar, or intuitive, environment for 
 the customer. Anthropologie believes that this familiarity of space and 
 surroundings is crucial in establishing the emotional connection between the 
 brand and their target consumer thus reinforcing the identifiable Anthropologie 
 lifestyle.  
 
  Figure 23: Retail Floor Plan  
  Example of retail store floor plan drawn in scale. 
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2. Bubble diagrams 
  The bubble diagram is a floor- planning tool used by Interior Designers 
 when making initial space assessments. The Anthropologie visual merchant uses 
 the same tool during preliminary placement planning of their store environments. 
 The bubbles provide merchants a visual representation of concept placement, 
 illustrating the overall flow of the physical space without having to physically 
 move either fixture or product. 
 
Figure 24. Bubble Diagram 
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Merchandising strategy 
 Once the Anthropologie merchant has solidified the floor structure, through 
working in plan, and concept placement, through laying out their bubble diagrams, they 
are ready to set the floor and merchandise the product. 
 A good Anthropologie merchandiser is able to dictate the customer experience 
through concept and merchandise placement. They determine what merchandise is placed 
where, what products interact together, how the presentations interrelate in the 
environment and when the customer encounters each narrative. Merchandisers tell the 
customer a story through their placement decisions. Further, this authenticity in product 
collection and visual presentation creates a clear and consistent brand identity that 
establishes a lasting brand impression with the customer.   
 Merchandising is one factor that differentiates the Anthropologie brand from that 
of traditional retailers. This is due to how Anthropologie merchandises their product. 
Anthropologie practices a lifestyle approach to product presentations, intermingling 
apparel and home merchandise together in a manner that expresses how the 
Anthropologie customer would utilize the product in actual life. (For example: beautiful 
wine glasses, a selection of cocktail books, party dresses and a display of baubles makes 
a festive tabletop statement that the Anthropologie shopper can visualize themselves 
using for a holiday party.) This lifestyle strategy, along with the identifiable “public to 
private” floor plan, creates a branded Anthropologie experience. It also lays the 
foundation for the emotional a connection between the brand and their consumer that 
ultimately persuades them to make a purchase. Thus merchandising, especially for a 
lifestyle brand such as Anthropologie, is a powerful tool. It creates brand desire. 
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1. Product categorization 
  Although Anthropologie values individuality amongst its store   
 locations it must maintain an as semblance of visual cohesiveness within the 
 brand to achieve a recognizable brand identity. To do this Anthropologie utilizes a 
 method of product categorization called the “concept”.   
  At Anthropologie, a concept is the identity behind a given area of the 
 store. A concept helps establish the emotion and personality the company wants 
 to convey to the customer in a given area of the store. Concepts help determine 
 what vignettes should  look like and what product will live within them.   
  To maintain consistency across all stores Anthropologie’s Corporate 
 Office communicates concepts through seasonal, inspiration binders. The binders 
 introduce the personality, or muse, behind each seasonal vignette; what she looks 
 like, what interests her, where she lives, what she loves, etc. Once the binders 
 have been rolled-out, the Visual Merchandisers in each store, and their supporting 
 visual teams, utilize the inspirations to create their concept vignettes. The strategy 
 of utilizing seasonal, inspirational binders is effective for the Anthropologie brand 
 for although each store’s concepts are unique to their individual locations the 
 concepts across all Anthropologie stores maintain a similar integrity as they are 
 linked by an overarching theme.  
  In the Anthropologie merchandising strategy the concept is the umbrella 
 that unites all Anthropologie store visual presentations. However it is the 
 execution of the concept that is unique to every Anthropologie location. 
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2. Product placement  
  Anthropologie believes that how an item is arranged is as crucial to  
 the customer’s interest in the product as where it is placed.  As the Anthropologie 
 merchant establishes the floor plan and the flow of concepts within their store,
 they must simultaneously consider what product will support each concept and 
 therefore drive their overall business. The combination of these aspects is the 
 foundation for an Anthropologie concept vignette. 
  To achieve the distinctive merchandising presentations that are 
 synonymous with the Anthropologie brand, the Anthropologie merchants utilize 
 two merchandising strategies: lifestyle presentations and straightforward or 
 massed-out presentations.  
a. Lifestyle presentations: an organic style of product 
placement where merchandise is represented as it would be 
used in everyday life. This is where Anthropologie 
distinguishes themselves from their competitors and where 
they establish their authentic brand identity. 
b. Straightforward presentations: are frequently used by 
traditional retailers. It is a method of merchandising that 
accommodates maximized stock levels in simple, often 
massed-out quantity, presentations. 
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Display strategy  
 Anthropologie display encompasses anything a store does to enhance the 
customer’s sensory experience. More specifically, it is the artistic transformation of their 
physical environment through unique sounds, sights, scents and textures. (For example: a 
basin tube with water flowing through pipe and flange might create a hand-crafted “sink” 
effect in the kitchen vignette.) It is the element of display that adds depth, nuance and 
definition to their physical store environments that is often absent in traditional retail 
platforms.   
 Display Intention: 
• To contextualize a merchandise presentation or add context to a vignette 
• To delineate or define a specific, vignette, space or region within the physical 
store 
• To guide customers through the store.  
Note: Successful display intuitively leads customers on a journey through a 
space while showcasing key presentations, enhancing specific products, and 
expressing the Anthropologie point of view. 
Display Executions: 
• Window Installations 
• Hanging Sculptural 
• Floor Bound Sculptural 
• Connected Floor to Ceiling Sculptural 
• Wall Sculptural 
• Custom Fixtures 
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• Tabletop Features 
• Water Features 
• Green Features 
• Secondary Display: Signage  
Display Categories: 
• Installations that have no product involved 
• Installations that are integrated with product 
Display Placement:  
• Areas that introduce the customer or create a moment of pause 
• Areas that encourage customer engagement  
• Areas that reinforce a concepts or brand narrative 
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Figure 25. Wall Display  
Wall, sculptural display used as a contextualizer within a vignette presentation. 
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     Figure 26. Floor Bound Display 
     Floor bound sculptural display used to add context to a grouping of forms. 
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Figure 27. Secondary Display: Signage 
Secondary display used as signage to highlight specific product on tabletop presentation. 
 
Sensory Branding: 
  An important aspect of the Anthropologie display strategy is their use of 
 sensory branding; subtle cues, such as music and scent which enhance or elevate 
 the emotional response a customer has toward a given situation or environment. 
 The sensory experience in an Anthropologie store connects with their customers 
 in such an impactful way, often triggering memories or emotive responses, that 
 they as a brand believe this to be a far more powerful and influential strategy than 
 any one product display alone can be.  
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  Sight 
  Creating the unimagined visual experience is the founding principle of the  
  Anthropologie brand. This is achieved through imaginative merchandise  
  presentations and thoughtful display installation, which enhance the  
  overall customer experience.    
  Sound 
  Anthropologie utilizes a mix of music and natural sounds, such a   
  running water, to engage their customers’ imaginations and memories.  
  This auditory experience is meant to subtly create an emotional connection 
  with each shopper while inspiring calm, creativity, adventure, desire and  
  reflection.     
  Touch 
  A rich product assortment and imaginative visual display provide the  
  textural elements unique to the Anthropologie experience. Customers are  
  encouraged to engage their surroundings thus enhancing their sense of  
  exploration and discovery. 
  Scent 
  Scent is often considered the most inspiring sense used within the   
  Anthropologie store experience. They use candles, incense, soaps and  
  fauna and blooming flowers to build a layered, nuanced and inspiring  
  customer experience. 
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 Kinesthesis 
 The experience of moving through an Anthropologie environment is far   
 beyond that of the traditional retail experience. The Anthropologie    
 customer enters a store and begins a journey of discovery, moving from   
 public to private space in a uniquely personal exploration of their    
 surroundings.  
 
Summary 
 The true mission of the Anthropologie physical environment is to turn an ordinary 
shopping experience into something extraordinary. It is to provide a unique sense of 
discovery, inspiration and connection for the Anthropologie customer. As a lifestyle 
retailer they connect personally with their consumer and communicate their distinctive 
vision through product placement, merchandise strategy and visual display. It is their 
unique physical environment that builds connection and elicits emotion from their 
customer. And through their environment they establish the very foundation of their 
overall customer experience.  When done effectively the Anthropologie physical store 
environment establishes them as an identifiable and desirable way of life – moving them 
beyond the business of selling goods and into the business of selling their branded 
lifestyle.  
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Product 
 As we have discussed, the Anthropologie business objective is not to sell the most 
of any one product, rather, it is to sell their distinctive lifestyle. And to sell their lifestyle 
it is the total assortment of products that becomes most important to their presentations 
and not the depth of one, specific product category. In fact, the brand believes that the 
constant change in product assortment actually heightens their product desirability. This 
approach is a drastic departure from the methodology used by traditional retailers who 
largely operate as category experts (i.e., The Gap is a knit and denim category expert).  
Further, Anthropologie defines this distinct difference by calling themselves customer 
experts. And their objective as a brand is to deliver a product assortment in each store 
that defines and offers the brand’s identifiable lifestyle to their customers.  
 
Customer Relationship 
 Anthropologie has built their brand on being perceptive, intuitive and respectful in 
regards to their target customer base. They do not cater to a broad base of consumers. 
Rather, they know who their customer is and they specialize in offering her everything 
she needs to attain the Anthropologie lifestyle. This business practice enables 
Anthropologie to craft identifiable and authentic shopping experiences for their customers 
that they cannot find anywhere else. This is turns fosters and builds lasting brand 
relationships.  
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Conclusion 
 Anthropologie is one of the most successful brick and mortar retailers in the 
market today. As a brand they possess an unwavering sense of identity and have created a 
revolutionary business platform that is drastically divergent from their traditional 
competitors. This research suggests that this success is, in large part, due to their non-
traditional practice of lifestyle retail.  
 What makes the Anthropologie brand unlike traditional retailers is its compelling 
combination of authentic brand presentation, product collection and distinctive physical 
environments. Rather than practicing a single business vertical of solely selling 
merchandise to consumers they sell a holistic and inherently unique branded experience 
for a target consumer. While traditional retailers have commonly addressed a broad 
demographic Anthropologie focuses on serving a distinctive customer base with one-of-a-
kind products.   
 Yet it is Anthropologie’s physical store environments that elevate them from their 
competition. Unlike traditional retail environments the Anthropologie store encourages 
customers to become a part of their brand narrative. Shoppers are encouraged to come in 
and explore a collection of lifestyle vignettes that reflect familiar associations: a home, 
favorite travel destinations, a memory. With references to art, music and culture layered 
throughout the physical store presentation not only connects personally with their 
customers it also shrewdly communicates a focused Anthropologie identity to all who 
experiences it.  
 Being authentic in product collection and visual presentation are the cornerstones 
of the Anthropologie identity however it is the strategy behind the execution of their 
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physical environments that is the greater focus of this research. As previously suggested, 
research proposes that Anthropologie accomplishes their compelling environments by 
studying, then implementing, the guiding principles of design used within the Interior 
Design field.  And with the practice of Interior Design strategies they are able to create 
balanced, organized, and dynamic visual presentations that effectively set them apart 
from their competitors while skillfully communicating and selling the Anthropologie 
lifestyle to consumers. 
 As their brand continues to grow Anthropologie remains dedicated to maintaining 
their distinctive market position by practicing absolute brand authenticity across their 
product assortment and physical environments verticals and their fundamental belief that 
they alone can turn an ordinary shopping experience into something extraordinary. 
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Illustration 1: Proportion in Display
The proportion of display to dress form creates a dramatic visual effect.
Example of Key Element(s): Wow Factor, Innovation and Extraordinary Visual Environment
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Example of Key Element(s): Product Focus, Wow Factor, Innovation and Extraordinary Visual Environment
Illustration 2: Scale in Display
The scale of boat display to the merchandise w ll creates a dramatic visual focus.
Example of Key Element(s): Product Focus, Wow Factor, Innovation and Extraordinary Visual Environment
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Example of Key Element(s): Product Focus, Unique Vision and IndividualityIllustration 3: Balance in Display
7KHEDODQFHRIPHUFKDQGLVHƓ[WXUHVDQGZDOOGLVSOD\FUHDWHVDSOHDVLQJYLVXDOSUHVHQWDWLRQ
Example of Key Element(s): Product Focus, Unique Vision and Individuality
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Example of Key Element(s): Product Focus, Exclusivity and Clear & Consistent Brand CommunicationIllustration 4: Harmony in Display
The harmony of the merchandise structure creates a pleasing visual presentation.
Example of Key Element(s): Product Focus, Exclusivity, and Clear & Consistent Brand Communication 
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Illustration 5: Unity in Display
The unity of merchandise creates a strong product focused/class presentation.
Example of Key Element(s): Product Focus, Clear & Consistent Brand Communication, Unique Vision and Individuality
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Illustration 6: Variety in Display
The variety of merchandise creates a thematic visual presentation.
Example of Key Element(s): Product Focus, Unique Vision, Sense of Exploration and 
Emotional Connection to the Brand by the Customer
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Illustrated 7: Rhythm in Display
The rhythm of the surrounding display creates a visual movement that frames the dress form.
Example of Key Element(s): Wow Factor, Innovative, Unique Vision and Individuality
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Example of Key Element(s): Product Focus, Clear & Consistent Brand Communication and Wow FactorIllustration 8: Emphasis in Display
The emphasis of books and stationary creates a strong product focused presentation.
Example of Key Element(s): Product Focus, Clear & Consistent Brand Communication and Wow Factor 
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Example of Key Element(s): Clear & Consistent Brand Communication, Extraordinary Visual Environment, 
                                                                          Unique Vision and Individuality
Illustrat on 9: Display as a Threshold Statement
7KHJURXSLQJRIƓ[WXUHVDQGPHUFKDQGLVHFUHDWHVDQDUUDWLYHHQWU\WKUHVKROG
Example of Key Element(s): Clear & Consistent Brand Communication, Extraordinary Visual Environment, 
Unique Vision and Individuality
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Example of Key Element(s): Wow Factor, Innovative, Unique Vision, Individuality and 
                       Extraordinary Sensory Experience/Response for the Customer
Illustration 10: Display s Initial Focus
The grouping of dress f ms & display installatio  creates a cr ative vignette opening moment.
Example of Key Element(s): Wow Factor, Innovative, Unique Vision, Individuality and 
Extraordinary Sensory Experience/Response for the Customer
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Illustration 11: Retail Store Bubble Diagram
%XEEOHGLDJUDPVKRZLQJWKHSODFHPHQWRIDSSDUHO	KRPHFRQFHSWVRQDVWRUHŴRRUSODQ
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Illustration 12: Nuance in Floorplanning
7KHFDUHIXOSRVLWLRQLQJRIƓ[WXUHVFUHDWHVDQXDQFHGYLVXDOSUHVHQWDWLRQ
([DPSOHRI.H\(OHPHQWV([FOXVLYLW\([WUDRUGLQDU\9LVXDO(QYLURQPHQW8QLTXH9LVLRQ
6HQVHRI([SORUDWLRQDQG,QGLYLGXDOLW\
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Example of Key Element(s): Product Focus, Clear & Consistent Brand Communication and Wow FactorIllustration 13: Class Focused Merchandise Presentation
The class focused merchandise presentation creates a strong visual presentation.
Example of Key Element(s): Product Focus, Clear & Consistent Brand Communication and Wow Factor
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Illustration 14: The Core Color Spectrum
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Illustration 15: Lifestyle Merchandise Presentation
The lifestyle presentation creates an engaging narrative of product and display.
Example of Key Element(s): Extraordinary Experience, Clear & Consistent Brand Communication, 
Extraordinary Visual Environment, Innovative, Unique Vision, Sense of Exploration, Emotional Connection 
to the Brand by the Customer and Individuality
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Example of Key Element(s): Product FocusIllustrati n 16: Traditional Merchandise Presentation
The massed-out presentation creates an engaging product-focused/class presentation.
Example of Key Element(s): Product Focus
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Illustration 17: The Blank Slate
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Example of Key Element(s): Extraordinary Experience, Exclusivity, Unique Vision, Sense of Exploration and IndividualityIllustration 18: An Apparel Concept
7KHWKRXJKWIXOPL[RIƓ[WXUHVIRUP	PHUFKDQGLVHFUHDWHVDQHQJDJLQJFRQFHSW
Example of Key Element(s): Extraordinary Experience, Exclusivity, Unique Vision, 
Sense of Exploration and Individuality 
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Illustration 19: Evaluation of Physical Space
How can you use display to best affect your physical space?
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Illustration 20: Display as Structure
Display is used as the structure for a merchandise presentation.
Example of Key Element(s): Wow Factor, Innovative, Unique Vision and Individuality
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Example of Key Element(s): Innovative, Unique Vision, Individuality, Extraordinary Sensory Experience/Response 
                                for the Customer and Emotional Connection to the Brand by the Customer
Illustration 21: Display as Context
Display is used to create context in an engaging narrative of product.
Example of Key Element(s): Innovative, Unique Vision, Individuality, Extraordinary Sensory Experience/Response 
                                for the Customer and Emotional Connection to the Brand by the Customer 
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CHAPTER 5 
CONCLUDING COMMENTS 
 
 Independent brick and mortar retailers are fighting for survival. In just the last 
decade, the industry has been hit with several challenges, including recession, 
consolidation, increased competition and declining foot traffic, to name a few. And 
though there remains a vast and vibrant consumer culture, the global reach of the Internet 
along side the explosion in online shopping, has caused a dramatic shift in consumer-
purchasing behaviors. Consumers now have unfettered access to consumption without the 
requirement of going shopping. They have grown accustomed to the deep discounts of 
warehouse giants like Walmart, as well as the conveniences of its online counterpart, 
Amazon. And as personal consumption rises the retail sector continues to lose jobs1.  
 The outcome to this dynamic consumer-spending shift is many independent brick 
and mortar retailers are faced with the growing questions of how to survive within a retail 
culture that has become increasingly obscure and how to re-establish relevancy against a 
backdrop of ever-evolving consumer patterns and practices.   
 The strongest consumer brands do this naturally. Ralph Lauren, Apple, and 
Anthropologie. Each of these merchants is distinctive and the experience of their brand, 
from their products to their physical store space is unique. By utilizing the practice of 
lifestyle retail each brand has created a unique platform from which they sell their 
lifestyle to loyal consumers. Moreover, the utilization of this experience-driven model 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  See Derek Thompson’s Where Did All the Retail Jobs Go? for an insightful analysis of 
this trend. 
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has given each of these brands a marketable separation between themselves and their 
more traditional, retail counterparts.   
 It is the research hypothesis that if these retailers approach the execution of their 
physical space with the methodologies used in the Interior Design profession they will 
give themselves a competitive advantage over their traditional competitors. This includes 
possessing a core understanding of Interior Design principles and fundamentals of 
Sensory Design. This enables the merchant to effectively plan and structure an interior 
space that meets the needs of a changing, experience-driven, consumer market.  
  The proposed solution is a blueprint for independent brick and mortar retailers to 
utilize on their journey to becoming lifestyle retailers. In it we explain the methodologies 
behind the practice of lifestyle retail and the importance of connecting personally with 
consumers through creative product placement, merchandise strategies and visual 
display. The objective of the blueprint is to provide independent brick and mortar 
merchants the tools they need to create experience-driven, physical store environments 
that encourage interaction between their customers and their brand. The primary goal is 
to turn their physical store space, which has become an Achilles heel to many 
independent brick and mortar retailers, into a competitive advantage that not only 
separates them from their industry counterparts, but also strengthens the opportunity for 
merchandising success. And, in the process, turns an ordinary shopping experience into 
something that entices, informs and entertains.  
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